Purpose -The purpose of this paper is to analyse the citations of scientific research on the concept of corporate social responsibility (CSR) from 1970 to 2014. In particular, several interconnected research questions were investigated: How did the conceptualisation of CSR change from 1970 to 2014? What is the general direction of the change? How does Islamic CSR emerge?
Introduction
Issues relating to the field of corporate social responsibility (CSR) in a number of countries around the world have been extensively covered both in the media and the literature during the past few decades (Idowu, 2011; Chen, 2011) . The early roots of CSR were traced back to 1917, when Henry Ford announced the goal of Ford Motor company "To do as much as possible for everybody concerned, to make money and use it, give employment, and send out the car where the people can use it [. . .] and incidentally to make money" (Lee, 2008, p. 54; Wang, 2015, p. 7) . After eighty years, Henry Ford's great-grandson, William Clay Ford Jr emphasised the value of all stakeholders' interests and the social welfare of the employees. Lee (2008, p. 58) argues that the dominant themes of the 1950s and 1960s were ethics and social obligation of businesses. From that movement, CSR, today, has been significantly institutionalised in the business community. For instance, most of Fortune 500 firms not only mention but also actively promote CSR in their annual reports.
The present study reviews the concept of CSR and entails several interconnected research questions: How did the conceptualisation of CSR change from 1970 to 2014? What is the general direction of the change? How does Islamic CSR emerge? The citation analysis approach, which is "concerned with the number of citations that an article has gathered over time in other published research" (King, 1987 cited in Al-Abdin et al., 2012 , has been used in this study. We first carried out the analysis in the area of CSR. Then, similar analysis was carried out to consider the articles that discuss the concept of CSR from an Islamic perspective. The study contributes to identify the main themes in the field of CSR from 1970 to 2014. In addition, it reveals trends in the CSR literature, and in particular, the Islamic CSR development also emphasised.
The remainder of the paper proceeds as follows. Section 2 outlines research methodology. Section 3 reviews the citation analysis of CSR and provides important themes. Section 4 provides citations analysis of CSR from Islamic perspective. Section 5 discusses the overall summary of general CSR and Islamic CSR. Section 6 contains conclusions and implications. Petticrew and Roberts (2008, p. 44) argue that a systematic literature review protocol should include "a description of and rationale for the review question, and the proposed methods, and [. . .] details of how different types of study will be located, appraised and synthesized" (Petticrew and Roberts, 2008, p. 44) . Following the steps of Petticrew and Roberts (2008) , the research protocol in this study followed several steps ( Figure 1 ): questions; search; impact; reliability; validity; and code.
Research methodology
The Web of Science, an online academic database, was used as the basic source of references that were used to analyse. Accordingly, this database has been chosen as it provides access to many disciplinary research areas. There are many references discussing the topic of CSR; hence, the researcher limited the result by searching for references that included any of the following terms in their titles, "CSR" or "Corporate Social Responsibility". In addition, the following conditions were considered:
The publication period was between 1970 and 2014.
The editorial material and book reviews were excluded. The duplicate articles were by prolific authors excluded. The conference proceedings were excluded. JIMA 9,3
Two "Web of Science" categories, "Business" and "Management", were chosen to filter the results. The final result therefore was a total of 775 articles which had appeared and used in the first step of citation analysis. As the present study is co-authored by several researchers, all the investigators were involved in ensuring a standard approach to developing the research protocol and ensuring the reliability and validity of the findings. This timeframe was selected to analyse trends in CSR and Islamic CSR for the 45 years. The articles have been divided into five periods: 1970-1980, 1981-1990, 1991-2000, 2001-2006 and 2007-2014 . Figure 2 shows the number of published articles regarding CSR in each of these periods. According to Figure 2 , there has been a dramatic increase in publications in the field of CSR since 2001, with the number of articles that were published between 2007 and 2014 being 598 which represents more than 75 per cent of the total number of articles. 3. Citation analysis of corporate social responsibility Based on the analysed articles, some authors have written more than one article. These authors are listed in Table I Carroll (1979) points out that Bowen's (1953) Social Responsibilities of the Businessman as the first attempt to theorise the relationship between corporations and society. Table II presents that the articles were divided into four categories: business ethics and corporate governance; management; marketing; and others. The first three categories were based on the Chartered Association of Business Schools' Academic Journal Guide 2010 and 2015 as this journal rank the categories of academic journals and is widely accepted (Chartered Association of Business Schools, 2015) . The journals that are not listed in the ABS ranking in the mentioned categories were classified as "Others". In total, 401 out 765 articles (52.42 per cent) were classified under the business ethics and corporate governance category, while 80 (10.46 per cent) articles were classified under the management category and 63 (8.24 per cent) under the marketing category (Table II) . Figure 3 shows that no articles were published on the business ethics and corporate governance or marketing categories in the 1970s. On the other hand, 11 articles were published in management 1970-1980 1981-1990 1991-2000 2001-2006 2007-2014 Total   Business ethics and corporate governance  0  10  14  55  322  401  Management  11  9  2  10  48  80  Marketing  0  2  2  14  45  63  Other  15  7  3  13  183  221  Total  26  28  21  92  598  765   JIMA  9,3 journals. However, the number of published articles in Management journals dropped for two consecutive periods before it recovered in 2001. A citation value (CV) can be defined as "a ratio of individual citations to the total citations" (Backhaus et al., 2011, p. 940) . Based on this, a CV was formulated, and all the 775 articles were analysed and divided into five parts based on their publication period. Table IV shows the top ten most influential authors in the period (1970-1980, 1981-1990, 1991-2000, 2001-2006 and 2007-2014) The researchers read the articles from each period and identified the main themes of the period. Table V shows the dominant themes of each period . The themes were based on the main subject discussed; for example, most articles that were published between 1970 and 1980 discussed managers' perceptions and attitudes toward CSR; this was the dominant theme in this period. There was more than one theme for some categories. For example, there were two main themes for articles published between 1991 and 2000. As shown in Table V , at the beginning of 1980s, authors were interested in the relationship between CSR and financial performance. The subject of CSR and ethics was one of the main themes for articles that were published between 1991 and 2000. Many themes were identified for articles published between 2001 and 2006. Since 2001, many researchers have taken consumers into consideration by investigating their perceptions of and reactions to the concept of CSR and its impact on consumer behaviour. During the past five years, new themes such as CSR and sustainability and CSR and corporate governance have emerged.
Each theme in Table V was analysed individually and articles that discussed them highlighted. The main theme for articles published between 1970 and 1980 was the attitudes Citation analysis In Theme 6, three articles are categorised in the business ethics and corporate governance, while one article is in the management category. This theme was also significant in the 1980s when researchers started to examine the relationship between CSR and profitability. In Theme 7, marketing the main theme for this period as most of the articles were published in marketing journals. Researchers examined the attitudes and perceptions of managers regarding CSR in the 1970s, as this was the leading theme for that period. However, at the beginning of the twenty-first century, researchers in the field of CSR changed the focus to research on consumers, examining the perceptions and attitudes of consumers regarding the concept of CSR. In Theme 8, several contexts were identified: business ethics and corporate governance; management; and marketing. Within this theme, authors studied the impact of CSR on corporate reputation and examined the effect of CSR on brand performance.
Sustainability is a new area of research emerged in Theme 9. In this theme, all articles are listed in the business ethics and corporate governance category except one article which is in the management category. Most of the authors have linked CSR with sustainability and examined whether CSR can support organisations' sustainability strategies. In Theme 10, most articles discuss corporate governance and CSR issues. Jo and Harjoto (2012) are the leading authors in this theme as they have written three articles and have published them in the Journal of Business Ethics. However, the article that was written by Jamali et al. (2008) scored the highest CV with 51.11 per cent.
Theme 11 mainly deals with managers' perceptions of CSR. All articles were published in the Journal of Business Ethics. During the 1970s, the dominant theme was to examine the attitudes and perceptions of managers regarding CSR. Then, this theme has been developed and currently has become a major theme. This theme includes examining how managers understand their business responsibilities towards society, the importance of top managers for CSR practices, and managers' perceptions regarding the impact of CSR on organisational performance and companies' success. Theme 12 predominantly discusses the impact of shareholder and stakeholder on CSR. Articles have been categorised in the three categories: business ethics and corporate governance; management; and marketing. The majority authors in this theme argue that shareholders can play a major role in CSR, and this theme includes different areas of research on the same theme. In addition, this theme includes the impact of CSR on shareholder wealth, how CSR can strength stakeholder-company relationships and examining a stakeholder approach to CSR.
Finally, Theme 13 includes the impact of CSR on consumer trust, consumers' perception of CSR and consumers' responses and reactions to CSR. This is the major theme for articles published between 2007 and 2014 when it has the highest number of articles. A total number Citation analysis of 598 articles were published between 2007 and 2014, which represents more than 75 per cent of the total number of articles published, with seven main themes being identified for this period. Theme 13 is relating to consumer research and was also the dominant theme for the previous period. This indicates that currently there is a trend in the CSR field to seek to understand and explore the concept of CSR from the consumers' perspectives. This theme is the dominant one and is a major theme as many articles have discussed it in the past 10 years.
Citation analysis of Islamic corporate social responsibility
The previous procedure (as explained in Section 2) analysis was carried to find out the development of Islamic CSR. Accordingly, citation analysis highlighted articles that focus on and discuss the concept of CSR from an Islamic perspective. From the analysis, a total number of 49 articles were identified and analysed ( Figure 5 ). Based on Figure The most cited authors with the highest CVs are listed in Table VI. According to  Table VI , Brammer et al. (2007) and Saeed et al. (2001) had the highest CVs, as these studies with CV with 26.09 and 23.08, respectively. Brammer et al. (2007) discussed the correlation between individual attitudes and religious denomination in relation to CSR; the sample was massive and covered different religions including Islam, while Saeed et al. (2001) wrote the first article on this field which was published in 2001. The subject for Saeed et al.'s (2001) article is "International Marketing Ethics from an Islamic Perspective"; in this article, they discussed the concept of CSR. There is no significant difference between the CVs of other listed authors.
Table VII presents the four major themes on CSR and Islam (Appendix 2). The most significant theme seems to be CSR of Islamic financial institutions as most researchers have focussed on this subject. Some authors such as Farook and Hassan (Farook, 2007 (Farook, , 2008 Figure 5 . Total number of published articles in the field of CSR and Islam JIMA 9,3 Farook and Lanis, 2007; Farook et al., 2011; Hassan and Abdul-Latiff, 2009; Hassan and Harahap, 2010; Hassan et al., 2012) have written articles on different themes. Nevertheless, some authors are dominant in specific subjects in the field, as they have written the greatest number of articles on those topics.
Theme 1 is based on "Corporate Social Responsibility Disclosure" and can be considered as major theme. This is because even articles discussed on this topic. Aribi, Gao, Farook, Lanis and Hassan are the dominant authors in this area, as each have written or co-authored more than one article on it. In addition, all articles in this field have focussed on Islamic banks. Theme 2 focusses on "Corporate Social Responsibility of Islamic Financial Institutions". Farook is the dominant author in this area, as he is the only author who has written two articles. However, the most cited article in this theme is written by Sairally (2007) . Theme 3 is based on "Islamic Business Ethics and CSR". Table  VII shows all articles on this theme. The first articles written in the field of CSR and Islam by Saeed et al. (2001) have been categorised under this theme. Indeed, this is the dominant article, as it is the most cited and therefore has the highest CV. The focus of all articles under this theme is Islamic business ethics. However, authors of these articles consider CSR to be part of business ethics. The final theme is "Corporate Social Responsibility from an Islamic Perspective". There are six articles that focus on this theme. The CV for Nevertheless, based on the number of published articles, there has been a dramatic increase in interest in this topic during the past 10 years. According to the analysed articles, the least number of articles have been published in marketing journals; this could indicate there is a gap for researchers to publish articles on CSR in the field of marketing, as there is interest in the subject as only a few articles on CSR been published in marketing journals compared to the number published in management journals. The researcher has identified the dominant themes for each of the five periods that were named at the beginning. Thirteen themes emerged that cover all the articles that were published between 1970 and 2014. It is noteworthy that the themes have changed over time and that recently the focus has been on research regarding consumers. Thus, it can be seen that recently authors are considering the importance of understanding the concept of CSR from the consumers' perspective. The main themes of CSR in the literature for the past 34 years and highlights the dominant authors and journals. However, in this analysis, the researcher limits the results to the articles that include "Corporate Social Responsibility" or "CSR" in their titles and uses only one source, "The Web of Science", as the basic source of references. Therefore, one of the limitations of this analysis is that not all articles that have been published in the field of CSR have been covered, as all articles have been taken from only one source. However, even though only one source was used, a total of 775 articles were included in the study. The number of published articles in the field of CSR is huge; the citation analysis approach was used to explore this field systematically. The analysis helped the research to identify the main subjects (themes) that were discussed in articles published between 1970 and 2014 which were summarised in Table V and Appendix 1. In addition, it developed the knowledge of the researcher, as it provided an insight into and details of this field. This analysis could be considered the basis of this study and of any other study in the future.
Summary of citation analysis of the literature in the field of Islamic corporate social responsibility
The citation analysis (CA2) was carried out to extend the first citation analysis (CA1) which analysed articles in the field of CSR (Table VII) . The aim of CA2 was to identify all articles in the field of CSR and Islam; thus, four themes were identified in CA2 (Table VII) . To link both analyses, a comparison between these was carried out to find out which themes have been covered in the Islamic CSR literature. As shown previously in CA1 (Table V) , there are 13 themes which have been identified. However, some of the 13 themes are similar in CA2; therefore, they were grouped together as nine themes (Table VIII) . According to Table VIII, seven themes have been covered in the Islamic CSR literature, while there are two themes (CSR and public relations and CSR and sustainability) which have not been covered and could represent a gap in the literature that requires further study. side, a mindset of sustainability has to begin at the inception of corporate practices, and as such is a diffused intrinsic activity, which culminates in an extrinsic overt and identifiable practice. Sustainability also means speculating and utilizing resources in such a way that human existence is elevated through environmental understanding, creating and sharing (ElBassiouny et al., 2016, p. 4).
Conclusions and implications
The objective of this present study is to reviews the concept of CSR and answers several interconnected research questions: How did the conceptualisation of CSR change from 1970 to 2014? What is the general direction of the change? How does Islamic CSR emerge? Based on the citation analysis, the study reveals that the conceptual shift took place on multiple aspects or various themes from 1970 to 2014. Broadly, the changes can be characterised as greater rationalisation of CSR. Prior to 1970s, the focus of CSR research was on the macrosocial institutions for promoting CSR in the 1950s and 1960s (Bowen, 1953) . The study reveals that there are 13 themes that were identified in general CSR field (CA1), and four themes were covered in the Islamic CSR (CA2). Interestingly, the relationship between CSR and public relations or CSR and sustainability from an Islamic perspective has not been discussed in prior literature. Thus, it is worth exploring why authors have not covered these subjects; this could represent a gap in the knowledge that requires further research. Again, most studies so far have examined the concept from the manager's point of view, and only a limited number of studies have examined the concept from the consumers' perspective (Atan and Halim, 2012; Nalband and Al-Amri, 2013; .
The discussion in this paper is only a starting point. The paper has put forth a comprehensive literature review and proposed framework for Islamic marketing. The proposed model is in need of further empirical research. Islamic marketing, as an area, remains largely in need of empirical research. The role of religion in Islamic CSR has an impact on consumer psychology in Muslim communities. The study has several implications and also offers future research agenda:
The findings suggest that the remit of sustainability from Islamic perspective is wider; and "sustainability is embedded and diffused throughout business activities -as opposed to being an upstream strategic objective" (El-Bassiouny et al., 2017) . The new realm of Islamic CSR for both Muslim and non-Muslim communities.
The business communities should successfully integrate Muslim communities into their marketing strategies (El-Bassiouny, 2016). CSR and Islamic marketing, as a new field of inquiry, may benefit from various research approaches (quantitative and qualitative) and various philosophical paradigms (positivist and interpretivism). A cross-cultural dialogue is needed from the legislators, policymakers and various local and international organisations. Future research in the area of halal product from Islamic lifestyle is needed from empirical setting. An examination of the relationship between Islamic ethics and professional marketing ethics would add to the discourse on Islamic marketing (El-Bassiouny, 2016) .
Furthering the understanding of religiosity and CSR may advance the Islamic CSR discourse.
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